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A HUNDRED-POINT MAN is OHC who is tTuc to cvcry 
trust; who keeps his word; who is loyal to the firm 
that employs him; who does not listen for insults 
nor look for slights; who carries a civil tongue in 
his head; who is polite to strangers, without being 
"fresh"; 'who is considerate toward servants; 
who is moderate in his eating and drinking; who 
is willing to learn; who is cautious and yet cour- 
ageous. 

^ Hundred-point men may vary much in ability, 

but this is always true — they are safe men to deal 
with, whether drivers of drays, motormen, sales- 
men, clerks, cashiers, engineers, or presidents 

of railroads. 

— ^Elbert Hubbard 



DO IT 

Do something; it may be right or it may be 
wrong, but do something. If you are right fifty-one 
per cent, of the time in big things that you are 
doing, that is good enough for me. 

— Charles M. Schwab 

327374 
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THE LIFE BLOOD OF 
BUSINESS 

Too MANY business men are paying too much at- 
tention to the things they make, and not enough 
attention to the people who make them, the people 
who sell them, and the people who use them. 

It's not things that make life — ^it*s people. 

It's not things that make business, it's people — 
people with red blood in their veins, men and 
women with hearts and feelings and aims and 
ambitions — ^men and women susceptible to en- 
couragement and sympathy and training and 
discipline. 

This world in which we live is a great market- 
place, and all the people in it are traders — buyers 
and sellers in the market-place. The strife of 
competition is among the sellers; and the captains 
of industry are always master traders and master 
salesmen. 

^W. H. COTTINGHAM 



HIDE IT 

If you are dissatisfied, keep it to yourself. 
Don't bump up against the next man and make 
him dissatisfied, too. 
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HAVE FAITH IN YOURSELF 

When a man starts out to accomplish something, 
no matter how great or how little the undertaking, 
he must be determined to carry the thing through 
and have confidence in his own ability to do it. 

If a salesman who is called upon to make a certain 
quota in a given time feels at the start that he 
cannot do it, he is carrying the greatest possible 
handicap in all his efforts. He has the "what's- 
the-use" spirit from the beginning and never 
"lets himself out" to learn just what he is capable 
of doing. 

Keep before you at all times the fact that you are 
going to win. This thought will keep driving you 
on to greater efforts. 

If you fail in one instance you will take that as a 
lesson and profit by it in the next trial. 

If you are successful in a big deal, that success 

will be an incentive to do something better next 

time. 

— C. T. Walmsley 



GO INSIDE 

Never judge a man by the sign over his door. 
Small merchants often are most in need of your 
goods. 
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SALESMANSHIP 

However general may become the use of the 
term "Hundred-Pointer," it must always relate to 
salesmanship more than to any branch of produc- 
tion, and it is well that it should. Salesmanship is 
as much a part of production as is transportation, 
or distribution. That is to say, a commodity 
costs to produce just what the raw material costs, 
plus the workmanship at the factory, the transpor- 
tation charges and the salesmanship. Thus 
salesmanship adds a value to the commodity, just 
as does the transportation of. it from one place to 

another. 

— Dayton, Ohio, Daily News 



GOOD ONES 

Enthusiasm is that thing which makes a man boil 
over for his business, his family and his hobby, and 
for anything his heart is in. 

You can't sell anybody until you find out the real 
reason why he doesn't buy. People give excuses all 
the time; but don't accept these excuses as final. 

— ^HuGH Chalmers 
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CONVINCE YOURSELF 

The thing to do, first of all, is to sell to yourself. 
Realize that you have the best proposition in the 
world; realize that you are a good salesman; 
realize that you can work. Above all — think. 

Think of new ways to approach prospects who 
have not listened to you before. 

Think and study the business continually. 

Don't waste a minute. Make your every move 
count. Determine to do your individual share. 
Believe in your ability to do it. Work with success 
in mind. Throw the thoughts of failure aside, 
and make the fight of your life for success. 

— C. T. Walmsley 



HIS SECRET 

The whole secret of my success is work; a 
thorough canvass and consistent work six days 
each week in my little compact territory of four 
counties, which I have worked for over six years. 
First, I have myself well sold on my line; second, 
I use my users; third, and last, I keep in touch 
with everything in my little field of labor. These 
three things will get the business at all times. 

— Frank Schatz 
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FAITH AND ABILITY 

Faith in business is just as big an element in 
making progress as it is in moral or spiritual 
development. We must believe in the merit of 
the goods we offer for sale. We must believe in 
the value they represent to the purchaser. We 
must believe in the good they are designed to 
accomplish. And we must believe in our ability to 
demonstrate all those things. We do believe it. 
That's faith. But faith by itself would not carry 
us very far. We must make the prospect believe 
all those things too. That's ability. 

I like to believe that when we sell a man we 

are not only doing a good piece of business for 

ourselves but are positively benefiting that man, 

showing him a better way to carry on his business, 

increasing the efficiency and comfort and value of 

those who work for him and making the business 

world a better place to live in. 

— Frank Dorian 



SMILE! 

No MAN on earth can be a great salesman unless he 

can smile. I do not believe that a man who is sour 

and who is dyspeptic, and who is a pessimist, 

can sell goods. 

— F. H. Mulholland 
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WORK YOUR TERRITORY 

A FEW HOURS* work a day will not suffice to make 
a man successful. 

When in a territory our next duty is to work it. 
A prospective purchaser needs calling on. We 
must get the interview; we must stimulate his 
interest in our product; we must make the prospect 
feel what our goods are and what they mean to 
him; we must put conviction and force into our 
demonstrations. All this needs hard plugging. 

Fresh prospects should appear on your list 
every day. Never rest satisfied till you have made 
four or five good solid prospects each day. Thirty 
new ones a week should be the lowest of your 
eflForts. With these on hand, would it ever look 
as if your territory could be played out? How 
many years of successful order closing would it 
take you to clean up the list? When a salesman 
systematically works his territory there is no 
telling the big success he can make of it. 



ONE AT A TIME 

It is better to call on one prospect and use your 
brain in the securing of one order than to make a 
dozen calls, fail to give proper thought to your 
work, use half-hearted approaches, and finish the 
day feeling that you are in the wrong territory. 
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DON^T HURRY AWAY 

Our sales are regulated largely by the amount of 
time spent in the presence of prospects. 'Many 
salesmen can increase their efficiency greatly by 
realizing this fact and keeping it in mind each day 
in planning their work. An hour a day more time 
spent in the presence of prospects means a con- 
siderable percentage of increased selling time, for 
not many hours a day are actually spent talking 
to prospects. 

We hear a good deal these days about hard work, 
and it is true that not many work to their full 
capacity, but it is well also to give attention to 
the quality of our work. Some salesmen accom- 
plish more in eight hours than others in fifteen, 
due sometimes, it is true, to difference in ability, 
but this difference in ability is often only the 
ability to plan their work better and spend more 

time with prospects. 

»— H. E. Baker 



AGGRESSIVENESS 

When you love your work so well that you don't 
walk three times around the block before entering 
a man's office, but want to get in as fast as possible, 
then you will make a success. Until you feel that 
way you're not of value to yourself nor to your 
company. 
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"THIS ONE THING I DO! 
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Genius is nothing but the power of making a 
continuous effort. Fix in your mind the thing 
you are going to do, the thing that is worth while, 
and then do it with determination. 

A salesman is a genius who has the power of 
living up to the motto "This one thing I do," the 
power of continuous effort. The genius of being 
successful can be reached by applying great 
diligence to this continuous effort; by keeping 
everlastingly at it. 

There is no obstacle that cannot be overcome by 
the man who puts force and intelligence into his 
work. Obstacles are great only through lack of 
trying diligently and continuously to overcome 
them. They will be overcome unless there is an 
inherent weakness of purpose on our part. 

— D. R. James 



BE A HUNDRED PERCENTER 

That man is a ioo% man who gives all that is in 

him to his own ambitions, to his company, and to 

the work he is doing. We should all aim for ioo% 

efficiency in Health, Honesty, Ability, Industry 

and Knowledge. 

— ^T. J. Watson 
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DON'T BE A CUTTER 

There is one class of salesmen whom a sales 
manager once designated as "immediate return" 
salesmen. He said : " These men eliminate entirely 
the possibility of any future business. They do not 
stop to consider what will be the effect of the many 
ill-advised things they do upon future business. 
They are the men who for the sake of immediate 
returns cut prices, make excessive allowances, and 
generally establish bad precedents. They want 
business in a hurry, and they disregard all rules to 
get it. They think that orders, no matter how 
they get them, are all that is expected of them. 
These are the salesmen who have dissatisfied users, 
whose business does not stick, and who spoil terri- 
tories for other men. Fortunately this class of 
salesmen does not last long. Their success is all at 
the beginning of their career, and their career does 
not continue for any length of time.'* 



THE TRAVEL HABIT 

The travel habit is a bad form of competition. 
The man who jumps from town to town without 
thoroughly working each, seeing all the prospects 
in sight and hunting new ones, cuts his commis- 
sions or salary every day. 



HUNDRED-POINTERS 



KEEP ON CALLING 

Don't be in too great a hurry to get out of a town. 
The effort to get to the town for the purpose justi- 
fies your leaving no stone unturned in the effort for 
business. 

I realize that when a merchant is out of a city 
when a salesman calls, there is nothing further to 
be done toward seeing him on that trip, but I do 
not believe a salesman ddes himself justice if he 
does not eventually see a merchant who may not 
be in at the second, third or fourth call. If he had 
gone after his prospective purchaser until he found 
him, he might have been sold, and a salesman 
would have been well paid for the many trips 
necessary to find him. 

Salesmen too often are in too much of a hurry. 
If you do not go back to see your prospective pur- 
chaser, your competitor may come along and get 
the order simply because he called until he found 
the man in. 



RESULTS 

Remember that your concern can only judge you 
by the orders you turn in. To tell them of your 
anticipations is not enough. Orders are what 
fhey want. Orders are wh^t you want. 
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BUSINESS COMMANDMENTS 

A THOUSAND EMPLOYES of the Rogcfs Pcct Com- 
pany had a dinner to celebrate the fiftieth business 
birthday of Frank R. Chambers, chairman of the 
board of directors. Mr. Chambers gave twelve 
business commandments which had survived a test 
of half a century. Some of them were: 

Do not have the Idea that success means simply 
making money. 

Always preserve your sense of humor. 

Don't be afraid of criticism. Criticise yourself 
often. 

Don't be jealous of the other fellow's success. 

Don't be misled by your dislikes. 

Don't like anything too well. 

Don't do the easiest thing simply because it is 
the easiest thing to do. 



MUST BE MUTUAL 

Confident and satisfactory relationship between 
two parties doing business, based on mutual 
understanding, is the only kind which is perma- 
nent — ^it is the only kind worth obtaining. 

— Philadelphia Electric Co, 
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LEARN AND EARN 

No MAN IS BIG ENOUGH to livc and progress by 
his own ideas alone. Co-operation of ideas and 
co-operation on ways and means of doing things — 
this is the keynote of modern business and of 
modern life. And of salesmanship is this espe- 
cially true. 

The trained salesman is a man with a perfected 
mental equipment. He has a fund of information to 
draw upon which helps him in his every need. 
When a difficulty is met with he searches in his 
mind for a similar experience of his own or of 
some other seller of goods — an experience which he 
can make use of in arriving at the solution of the 
problem which confronts him. Out of his mental 
storehouse, filled to the brim with the ideas and 
arguments of master minds in selling, he can draw 
a thought which will enable him to overcome a 
difficulty and accomplish the one purpose to 
which he is bending every effort — fhe making of a 
sale. 



THE DIFFERENCE 

An argument is often an attempt to put some- 
thing over on the other fellow. A discussion is a 
mutual attempt to reach a right conclusion. 
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TEN RULES OF SALESMANSHIP 

1 . Know Your Business 

2. Be Clean 

3. Be Cheerful 

4. Be a Good Loser 

5. Be Courteous 

6. Be On Good Terms With the Inside Men 

7. Be a Good Listener 

8. Respect a Man's Time 

9. Work 
10. Think 

Give your proposition and your customer's 
proposition that constructive thought that makes 
your opinion valuable to your house and to your 
customer. Thought is the keynote of every man's 
success. 

— ^T. E. WiEDERSEIM, Jr. 



HE NEEDS BOTH 

There are two parts to the education of a sales- 
man; the part that he gets from his instructor and 
the part that he gets in the field from his pros- 
pective purchaser. The first can make him a scholar, 
while the second, combined with the first, will 
make him a salesman. 
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CHALMERISMS 

JucceJJ begins with one dollar and ends with two. 

Very few men live long enough to build up two 
reputations. 

There is nothing better than to have men come 
together in the same line of work, rub elbows and 
find out they all have the same problems to meet. 

A man may be as honest as Abe Lincoln and as 
wise as Solomon; he may be a slave of industry 
and a paragon of virtue. But unless he capsules 
those qualities with unadulterated enthusiasm, I 
wouldn't give him desk room. 

That man who doesn't get some comfort and 
some enthusiasm out of his daily work is in a bad 
way. He's just the cog in the mechanism. 

— ^HuGH Chalmers 



THE BIG IDEA 

Here is one thing that is positively true: If you 
have a big idea, and live for it and work for it 
with all the life and power there is in you, you will 
steadily grow bigger and bigger, until you become 
big enough to carry that idea through. 

— Progress Magazine 
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DEAL WITH FACTS 

In selling goods today, a salesman must deal 
with facts. The day has passed when the old time 
line of "hot air'* can be used to make sales. One 
must know his line from the first step of manu- 
facturing or producing to the last step of con- 
sumption. 

It is also very important that a salesman should 
have a knowledge of his competitor's line. A 
salesman today has every opportunity of finding 
out what his competitor is doing by clean cut 
methods and not by underhanded means. 

The better salesman you are the more com- 
petitors you will have, for a man without much 
business has few competitors. 

— C. H. Campbell 



SINCERITY 

To INTEREST A MAN you must talk of something 
that concerns him. You must, in the first place, 
be absolutely sincere — not a forced sincerity, but 
you must be that way at heart. Too many sales- 
men talk from their own standpoint. They are 
selfish; they think only of themselves, their com- 
missions, the benefits to themselves. Selfish men 
cannot succeed. 
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FIVE THINGS 

Mr. J. E. Rogers, a veritable master in the 
training of salesmen, always urged his men to 
study the methods of others. "There are five 
things," he said, " that one must do to increase his 
knowledge — five things one must learn. They are: 

Listening 

Observing 

Reading 

Discussing 

Thinking 

The most important one of the five is thinking. 
Merely to read about a subject is not going to give 
you a thorough knowledge — ^you must Think about 
it. Reading without thinking is only a kind of 
amusement — a way to pass the time." 



POOR POLICY 

It is poor policy to depend upon your work next 
month to bring you a good business for that 
months besides making up for what you have 
failed to get this month. By so doing you are 
simply robbing Peter to pay Paul, and deriving no 
gain for yourself. Each month's results belong to 
that month. 
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PUT YOURSELF IN 
HIS PLACE 

Who is your natural customer? What class of 
people are your customers — male or female, white or 
black, old or young, rich or poor, conservative or 
impressionable? Have your audience in front of 
you. Then imagine you are one of that audience. 
Insert yourself into their shoes. See through their 
eyes and feel their feelings. Need their needs; 
want their wants. Now you are in a position to 
determine what points about the article will ap- 
peal to your audience. Is it the quality, the price, 
or all of these? What is it in or about your article 
that will appeal most strongly to the class of 
people you want to sell ? Is it its usefulness or is it 
its luxury? economy? novelty? quality? style? of 
what? 

Find these things and tell them, simply and 
plainly, so you will be thoroughly understood by 
your audience, and then you are really selling. 

— ^Harlan J. Wright 



BACK TALK 

When a man talks to himself he never holds 
anything back. Remember, however, that a 
prospect does not always talk to himself the way 
he talks to you. 
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INTENSIVE SALESMANSHIP 

WoRK'YOUR TERRITORY thoroughly. Don't think 
your success is a question of territory. It depends 
a great deal more upon how your work it. 

There are market gardeners with a half-acre 
lot who make more money than the average farmer 
does out of a hundred-acre farm; no better land, 
either, but better taken care of, thoroughly 
worked, the best possible results gotten out of 
every inch of the soil. 

The salesman who makes the most thorough 
canvass of the towns in his territory will be the 
most successful man in the end. The door-to-door 
canvass is the dragnet that catches the large as 
well as the small fish. 

Cultivating territory is very much like tilling 
the soil. 

Adopt the door-to-door canvass in your work 
and others will be writing to the home office to 
ascertain the secret of your success. 



BE PREPARED 

No GOOD LAWYER would think of taking a case 
into court without making up a brief. Have your 
case prepared before you try it. 
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THE PATIENT SALESMAN 

A SALESMAN with a fine and regular record said: 
"It pays to practice patience. The first time I 
called, the store was so crowded with goods that I 
had to get under the counter to reach the prospect 
and talk to him. When I told him my name and 
business he turned around without a word and 
left me. I remained in the store a little while and 
talked to his son and tried in every way to make 
myself agreeable. About a week later I went back. 
This time the proprietor came out from behind 
the counter and told me in no uncertain terms 
that he did not want to buy my goods. I replied 
that I had merely stopped in to see how he was 
getting along and to make his acquaintance. 
Week after week I kept calling on him in a 
friendly way. Finally his chilly attitude began to 
be replaced by a warmer one, and at the end of 
about three months we had become quite friendly. 
One day when I was in his store he asked me a 
question about my goods. This was the oppor- 
tunity I had been waiting for. I explained our 
goods to him and succeeded in taking his order 
for a considerable amount. This man afterward 
told me that he had been hounded by men who 
had tried to force him into buying. He said that it 
was friendship alone which had caused him to let 
me explain my goods to him. So that is why I 
believe it pays to make friends with prospects 
whether you sell them or not.'* 
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SELL TO YOURSELF 

A SALESMAN oncc Sent into his house a photograph 
wherein he was shown selling goods to himself. 
By a trick of photography whereby the person 
photographed is taken first on one side of the 
picture and then on the other, he secured this 
result. 

He wrote underneath the picture: "The reason 
that I am successful is because I get outside of 
myself and listen to myself talk. If I can sell 
myself, I can sell any one else." 

It is a good plan for a new salesman, and even 
for the old one to get outside of himself and listen 
to himself talk. 



VALUE RECEIVED 

If you have an idea that will benefit a specific 
business, you can invariably get quick attention 
from a buyer who has the interest of his concern 
at heart, because any man who has the proper 
interest in the firm or corporation employing him 
is always on the lookout for things that will make 
his concern more successful. 

— S. C. DOBBS 
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SHOES vs. TROUSERS 

Mr. E. D. Gibbs, in a recent article, said that a 
well-known salesman was asked, by a young man 
just starting out in the world, for the secret of his 
success: 

rU give you a pointer," said the salesman, 
"but you must keep it a secret." 

"All right," said the young man. "Tell me, how 
do you manage to be successful?" 

"Well, I always make it a rule," replied the sales- 
man, " to wear out the soles of my shoes instead of 
the seat of my trousers." 

Advice of this kind is worth J5000 a word to any 
salesman who needs it, and who will act upon it. 

Hustle has made more geniuses than all other 
forces in the world combined. 

The salesman who laments because he is not 
"gifted," would soon outgrow his present job if he 
would adopt hustling as the panacea for all " mis- 
fortunes." 

The man who refuses to be thrown down, and 
who keeps everlastingly at it in spite of competi- 
tion, bad territory, rainy weather or the stomach- 
ache, is only one step removed from the man who 
has mastered so-called scientific salesmanship. 

If you want to be a genius at sellingy try being a 

genius at hustling. 

— Geo. C. Hubbs 
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DON'T WASTE YOUR 
CAPITAL 

A SALESMAN should remember that his own time 
is valuable, that it is his entire capital invested in 
this business. He should not fail to take advan- 
tage of his opportunities to impress his prospect 
with this fact. His time has a greater monetary 
value than the merchant's, for the latter's business 
will go on when he is away, but the agent's busi- 
ness must necessarily suffer through inattention 
or neglect. The agent who in a diplomatic manner 
makes his prospect realize this fact will avoid 
broken appointments and consequent loss of 

business. 

— ^A. A. Wentz 



LOOK FOR WEAK SPOTS 

One of the most efficient salesman I ever knew 
said: "I have often spent considerable time in a 
merchant's store, ostensibly waiting for him to 
return or to be disengaged, but all the time I was 
watching for pointers, looking for weak spots, 
which would give me an opening for an intelligent 
attack." 
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BUILD FOR THE FUTURE 

Don't fail to take care of your customer, first of 
all, for by so doing you will in reality be taking 
care of yourself. 

Don't try to fool your customer, for sooner or 
later he will get on to it. 

Don't take advantage of the man who is not 
thoroughly posted and who does not know, for 
some day he will be sure to find you out. 

Don't get twice the price from a man who you 
think does not know, but treat him square, and 
you will have the assurance of his increased con- 
fidence in you when he does find out, as he event- 
ually will, and then he will have all the more 

respect for you. 

— H. C. Brown 



GET OVER THE QUOTA 

Remember that you are in the business of selling 
goods to make money. Look at it if you please 
from a selfish standpoint. If you make only 
seventy or eighty per cent, of your quota you have 
crippled your earning powers just that much. Go 
out and make up your mind that you are going to 
make not seventy or eighty per cent, of your 
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quota, but one hundred and ten or one hundred and 
twenty per cent. Do not be afraid to go beyond 
your quota. When it comes right down to good 
hard facts there is nobody who loses any more 
than you do yourself. If you do not sell your 
prospect the company will run just the same, but 
you are the loser, and the fewer prospects you 
lose the more the company will think of you. 



WORMY CHESTNUTS 

A CONVENTION of Salesman once took for its chief 
topic of discussion that of " Chestnuts. " The first 
speaker explained that the object of the meeting 
was to discuss many old selling points that many 
agents had believed obsolete. He said that in 
the constant search for the new, many good old 
points were forgotten, and he suggested that all of 
the good old selling points be brought up and the 
new men especially educated in them. The result 
was a complete surprise to every one. Many of 
the older agents had either forgotten the old selling 
points or had ignored them, and when these old 
wormy chestnuts were called to their attention 
the proper notes were made. The salesmen de- 
clared that this was one of the most successful 
sessions that they had ever attended. 
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ADVICE TO YOUNG MEN 

The young salesman should early recognize his 
special relationship to his house and his special 
relationship to his customer. The first demands 
that he sell at a profit — at a good liberal profit — 
so that his house may prosper. The second re- 
quires that he have his customer's interest truly at 
heart, that his best endeavor should be directed 
toward giving his customer just value for his 
money — ^goods delivered at the time wanted and in 
the way the customer wants them. To fulfill this 
dual relationship may not be easy, but no man 
can expect to be increasingly successful unless he 
is willing to pay the price by earnest, persistent 
effort. 

C. H. SUDLER 



LOST MOTION 

From the minute your mind takes the trail in the 
morning until the day is closed you think, but 
there is a great deal of lost motion in the average 
man's thoughts. The only thoughts you coin 
from are those you direct toward the selling of 
more goods, producing more business, and becom- 
ing a bigger business man. 

Knowing how to think — how to reason— Aow to 
concentrate on important things is what will make 
you a leader in the business world. 
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GOOD POINTS 

I THINK success in salesmanship is due to five 
things: 

First: Live with your prospects. 

Second: Adapt what you have to sell to the 
business you are selling it to. 

Third: Be sure to make a satisfied customer. 

Fourth: See all the prospects in your territory. 

Fifth: Be prepared when you call on them. 

These five points will help all of us get greater 

results in the coming year. 

— C. W. Stoddard 



SINCERITY 

It is the salesman's sincerity, and honesty of 

purpose that establishes his standing with the 

customers. Sincerity is the inspiration of that 

confidence upon which all business relations are 

based. It must be manifest in a salesman's every 

expression, in the tone of his voice, and his general 

attitude. He must be sincere in his manifestation 

of interest in his customer's welfare, and his desire 

to see him actually benefited. The customer 

quickly perceives this, and his confidence is 

established. 

— W. R. Trusty 
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STUDY THE ADVERTISING 

A SALESMAN should familiarize himself with the 
advertising policy of his house. He should know 
what his employers are trying to accomplish, the 
class of customers they are aiming to reach, the 
kind of goods they wish to sell. He should make a 
careful study of every piece of printed matter or 
advertisement issued. Especially should he study 
the important features of each advertisement, so 
that when calls are made for the goods advertised 
he will know all about them, what they do, how 
they do it, the prices and the advantages. 



PLAN AHEAD AND USE YOURS 

Don't go into a man's office until you know some- 
thing about his business, or until you think you can 
offer a suggestion that will help his business; in 
fact, you ought to know more about that particular 
phase of his business than he does. Neither you 
nor any other man has any right to take up a 
prospect's time unless for the purpose of selling 
him something that will help him in his business. 

— S. C. DOBBS 
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HE REPRESENTS THE HOUSE 

The ideal salesman is more than a salesman. 
He should be a representative not only in name, 
but in fact, for when he enters the customer's 
store he represents not only the sales department, 
but also the advertising department, the manufac- 
turing department, the financial department, the 
accounting department and the executive depart- 
ment. He represents the house. He should know 
these departments well enough to carry out the 
policy governing them and to co-operate with the 
house and the customer in all that relates to them. 
Selling, while a very important part of his work, is 
not all of it. Only a systematic and continuous 
method of training will fit him for the position of 
an all-around representative. 

^W. H. COTTINGHAM 



ENTHUSIASM 

Don't lose your enthusiasm. Whenever you 
have a dull day or have been around to a number 
of prospective purchasers who did not meet you 
well, stop work and go and find some enthusiastic 
user of your goods and have a talk with him, and 
you will find that this will enthuse you, and when 
you go out you will probably close an order. 
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DON'T BE A PICKER 

A SALESMAN in a large city complained that he 
could not meet with any success. He talked the 
matter over with the sales manager and here's 
what the sales manager said: "Do not try to pick 
out your prospects. You don't realize that in 
some store where you think a man would not be 
interested would be found the very man who would 
buy your product. You cannot tell from the sign 
on a man's door whether he wants to buy your 
goods or not. Go in and explain your proposition 
to all the men that you can. Before you get 
through you will find some prospects to whom you 
can make sales. 



STICK TO ONE THING 

One of the most important things for a man to 
decide is that he will under no circumstances 
divide his time between the company's work and 
anything else. He must decide that he will allow 
no one to waste his time, and that he will not waste 
any of it himself. He must decide that he will 
comport himself in a way that will demonstrate the 
opportunities of the business, and he must resolve 
that what others can do he can do himself. 
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GOOD MEDICINE 

Every once in a while we find a salesman who 
fritters away his time in his office, attending to the 
various little details which a cheap clerk could 
look after. 

Such a man is standing in his own light. He 
doesn't make money, and wonders why. He ekes 
out a living, complains about business, worries 
himself sick, and the result is that he develops 
into a mere office machine — no life, no ambition, 
just kind of half alive. 

What that man needs is a good, big dose of 

HUSTLE. 

Instead of stewing and fretting and fussing 
around the office, let him put on his coat and go 
out and sell his goods. 

That's the remedy. 

Take this talk to heart if it fits your case, and 
make up your mind that hereafter you'll do the 
work YOU OUGHT TO DO, and not waste your valu- 
able time doing clerk's duties. 

— E. D. GiBBS 



VALUE 

Get your prospect to look at a proposition to see 
how he can use it — not how he can get along 
without it. 
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A WASTED MOMENT 

The clock ticks ofF the minutes, and after it ha? 
ticked ofF sixty seconds, that is a minute gone, and 
it can never be brought back. It is impossible for 
us to put forth an extra efFort and make up for the 
loss of that minute. We have all said to ourselves, 
after we have realized that we have wasted a cer- 
tain amount of our time, a certain number of 
minutes, hours, days or months perhaps, that we 
will brace up and pull ourselves together. We say 
we are going to make it up. When you say that to 
yourselves, you are simply fooling yourselves. 
There is no such thing as making up. lost time. 

Lost time is gone forever. 

— ^T. J. Watson 



WORTH REMEMBERING 

Don't ride a hobby. Don't argue with the pros- 
pect and try to ram your ideas down his throat; 
follow the line of least resistance and get the order. 

Be square. Honesty is not only the best policy, 
but it is good business. 

Concentrate. Don't get into the belief that you 
are working, just because you are hammering 
hard all around the nail. Hit the nail on the head. 

— ^J. A. Wilson 
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WHAT A GREAT AUTHOR SAID 

David Graham Phillips, in his novel "The 
Fashionable Adventures of Joshua Craig,'* hit the 
nail on the head when he wrote: "Some men can 
best gain their ends by creating an impression 
that they are extremely lazy, others by creating 
the impression that they are exceedingly energetic. 
The important poiot is to be on the spot at the 
moment most favorable for gaining the desired 
advantage; and it will be found that of the men 
who get what they want in this world, both those 
who seem to hasten and those who seem to lounge 
are always at the right place at the right time." 



DIG! 

Find out the facts about the article you are 
selling. Get so that you believe in it, and know 
why you believe in it. Be completely saturated 
with your subject, and then tell your story in 
your own way. Don't try to do it as some one 
else would do it. You can't be a success if you 
copy another man. You must be yourself. 

You must be original. Find your own way of 
doing things. Be guided all you want to by the 
experience of others, but be individual in your 
methods. 
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BACKBONE 

Successful selling requires Backbone. A sales- 
man may have the appearance, personality, en- 
thusiasm, knowledge of his product, abundance of 
selling points and willingness for hard work, but 
without Backbone he cannot hope to be successful. 

Backbone means courage, fearlessness, con- 
fidence. The salesman who approches the buyer 
in a timorous manner impresses his prospect with 
his lack of confidence. If he does not address his 
prospect in a brief, straight-from-the-shoulder, 
business-like way he cannot hope to impress him 
with the importance of his visit. 



INDIVIDUALITY 

If you wish to succeed in selling goods, have 
faith in your product, have a proper knowledge of 
your product, and attack your problems with lots 
of enthusiasm. 

Be individual. Do not ape other people. Work 
out your own salvation in your own way, for it is 
the man with the greatest amount of individuality 
who makes the greatest success. 

There is no set rule for good advertising or good 
salesmanship. These things cannot be measured. 

—M^. M. GiLLAM 
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THE WINNING MAN 

The man who comes into your office with his 
head up, his chest out, his personality fairly 
radiating success; the man who believes thor- 
oughly, unquestionably in the merits of his propo- 
sition; the man who makes you feel that enthusi- 
asm which is always the result of these conditions, 
he is the man who overcomes any and all competi- 
tion and gets your signature on the dotted line. 
Not a doubt in the world about it. He gefs it in 
spite of all the competition in the world — perhaps 
l^ecause of It. 

— ^J. W. Binder 



THE BROAD-VISIONED MAN 

Most men in business are not afraid of an idea 

that will disturb the way they are doing things, 

if that idea will help them to do those things 

better and quicker. The man who looks at an 

idea to see if he can use it, and not to see if he 

can get along without it, is the man who is looking 

for larger quarters to accommodate his expanding 

business. A man progresses just so long as he 

willing to learn. 

— ^The Cost Finder 
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A GOOD TEST 

A SALES MANAGER made a test of the powers of 
observation of prospective salesmen by asking 
them to go into some store and then come back 
and ^ve a complete description of everything 
that was in the store; first, give the name of the 
owner of the store, location of the store, say what 
the show windows contained and also what the 
inside of the store contained; second, describe 
what was on the counter, also on the shelves back 
of the counter. He found that this was a good test 
of the salesman's ability. It brought out the three 
great points of a salesman, his powers of close 
observation, his imagination and his qualities of 
investigation. 

THE PROPER TEST 

Show me the way a traveler packs his grip, the way 

he keeps his samples, the condition and system he 

uses to keep his selling helps, records, etc., and I 

can describe his type and temperament and his 

permanent or temporary success. Show me the 

store display and clerks of a dealer and I will tell 

you why he has or cannot make good. Show me 

the plan, copy, form and detail of an advertising 

campaign and I can tell you what the advertising 

man does or does not know about what he has to 

advertise. 

— Geo. H. Eberhard 
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WHAT THEY TAUGHT HIM 

I LEARN FROM Louis CoRNARO that if you control 
your will-power you can overcome all obstacles in 
life. // is a lesson of selj-controL 

I learn from Benjamin Franklin that by observ- 
ing and plotting before you come to a definite 
decision that you will be better prepared to meet 
and overcome any obstacle by which you are 
confronted. 

From Abraham Lincoln I learn that by studying 
and preparing and taking advantage of oppor- 
tunities, you are bound to succeed. // is a lesson 
of inspiration^ persistency^ and honesty 

I learn from Marshall Field that a man shapes 
his own future and that if you are ambitious, 
study the wants of the people, and meet those 
wants with tact, that you are bound to be success- 
ful in the walk of life. His is a lesson of ambition. 

From Thomas Edison I learn that a man's body 

is an intricate piece of mechanism and must have 

the same care as a fine piece of machinery; that if 

you over-tax this machine, you are sure to run out 

of power. Running out of power means loss of 

energy. 

—P. A. 



The hardest man to approach is sometimes the 
easiest to close. 
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TRY THIS 

I 

\ 

The trouble with many salesmen is that they 
don't know enough about their own goods. 

Test this for yourself. Sit down in front of the 
article or articles you sell and ask yourself if you 
really do know all the good points about them. 

Take out your pad and pencil. Put down each 
point as you think of them. Get them all down. 
Now see if you cannot think of some more. 

Do you know all of the uses to which those goods 
could be put? 

Do you know why they are made and how? 

Do you know where the material comes from, 
the kind of material used, why certain material 
is put in your goods and how it is used? 

Are you familiar with costs and terms and dis- 
counts? 

Are there any fields in which those goods could 
be sold that you haven't thought of? 

Is there any way of extending their sale in the 
particular ways with which you are already 
familiar ? 

Do you know what your competitors would say 
about them, their weak points, if any? 

Are you able to suggest selling ideas or adver- 
tising plans to your customers which would help 
them sell those goods ? 

Do you speak distinctly when you demonstrate 
your line? 
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Are you neat and clean, with spotless linen, well 
brushed clothing, shoes and hat? 

Are you enthusiastic about your proposition 
and able to inject some of that enthusiasm into 
your prospects and your customers? 

You see there are a lot of things you can ask 
yourself, all of them important to your own 
success and the success of your concern. 

— E. D. GiBBs 



AIM FOR HARMONY 

By the very natuke of our business, we are 
thrown up against big men in big corporations. 

To get the attention of these men and to divert 
their thoughts to channels favorable to us, we 
must be in a position to make every moment 
count. Our statements and arguments must strike 
a harmonious chord in that man. In a few words 
we must win his attention. 

It is very essential that before that man is even 
approached some line of attack must be mapped 
out. 

Preparation is essentially knowledge, and 
knowledge is strength. 

The man who wins out in these days is the man 
who knows. 

— ^J. F. HUSMANN 
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THP WELL-GROOMED MAN 

The first impression that a salesman makes is of 
great importance. If a man likes your looks the 
instant he sets eyes on you and is pleased with 
your manner from the start, you have gained a 
great point. The well-groomed man has a distinct 
advantage. You never know how fastidious a 
prospect may be. Nine men out of ten will think 
better of you for having a clean shave, a clean 
collar, a fresh-looking tie, a becoming hat, shoes 
well cared for, and your whole appearance clean 
and fresh. Even men who are not neat themselves 
usually appreciate neatness. They don't always 
know what makes a man appear well, but they see 
that he does, and they feel personally compli- 
mented by it. 

Men like to talk to a man who appears healthy, 
active and wide-awake. His physical vitality 
affects their minds favorably toward him and his 
goods. They miss that satisfaction in talking with 
a man who looks jaded, heavy-eyed and sallow. 

Every man is not gifted with good taste or a 
fine complexion, but every man can at least be 

neat and wholesome. 

/ 

/ 
/ 

BE THE MASTER ^ 

You MUST HAVE knowledge of a situation in order 
to be its master. 
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BUYER HAS HARDEST PART 
OF TRANSACTION 

Do NOT LOSE PATIENCE or givc a buycf up because 
he is slow; he is carrying the hardest end of the 
transaction. You^ as a salesman^ cannot be 
making any mistake in completing the sale, but 
the buyer is not sure but that he is, until you 
show him, or he shows himself clearly the profit to 
himself or those whom he represents. 

In a large number of cases, a buyer must sell 
himself. He must convince himself that the 
profit account will stand for it that he is not 
laying himself open to criticism in his own eyes or 
the eyes of his superiors. 

There have to be those logical reasons, those 
sensible business reasons to carry a man over the 
conviction step and it is a long time before he does 
get over it in a great many cases, because the 
salesman too often does not carry his case far 
enough and make the connecting link between the 
results accomplished and the profit account. 

— R. L. Houston 



yy FEAR 

Fear is the salesman's worst enemy — fear comes 
from lack of knowledge. 
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QUALITIES DESIRED 

A SALES MANAGER was oncc askcd what class of 
men it was that he most needed. Here was his 
reply: "We need men of character. A salesman 
works again and again among the same class of 
people. Now in order to win success he myst have 
a good reputation. 

We want men who find pleasure in their work. 
What has made some men great painters or great 
inventors, or great explorers? The pleasure they 
found in their work. No man ever succeeded who 
did not find real joy and pleasure in his work. 

We want men who will make their work the 
supreme delight of their life. We want men who 
put aside all that mars their success. There are 
some men who spoil their chances by some fault 
which they will not drop. 

We want men who will work up to their full 
capacity. Most men have greater capacity than 
they ever use. 

We want men who will take pains to understand 
their work." 



Keep yourself in the background and your mer- 
chandise in the front. 
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THE THINKING APPROACH 

All men cannot be approached in the same way. 
We should approach them according to their 
individuality, what they are like, and who they 
are. We should (i) investigate and (2) prepare in 
order to make a thinking approach. 

Like the lawyer, the engineer, or the architect, 
study the needs of the prospect's business. Pre- 
pare your brief. Write out your specifications. 
If necessary, draw your plans. Then you can go 
back to him with a proposition clearly and logic- 
ally outlined in your own mind. 

— N. C. R. Co, 



DON'T GET STALE 

The surest way for a salesman to arouse and 
keep up the interest of the prospect is to have a 
genuine interest in it himself. No matter how 
many times he has gone over the same ground, the 
salesman must not let the demonstration become 
an old story and so recite in a half-hearted, hum- 
drum manner. Always demonstrate as if the 
goods were as new and wonderful to you as they 
are to your listener. Make every demonstration 
enthusiastic and fresh. This can be done, but it 
will require you to be always at your best and full 
of genuine love for your work. 



They that will not be counseled 
cannot be helped. 

— Benjamin Franklin 



Part No. 2 
GETTING THE ORDER 



NOW — TO-DAY! 

In calling on a customer the correct mental 
attitude^ in my judgment, is to expect the order 
immediately — on the spot. We are all acquainted 
with salesmen who can work up a prospect beauti- 
fully, but have difficulty in closing the business. 
My opinion is that this is often due to mental 
attitude. The salesman has not sold the goods to 
himself — ^he has not convinced himself that now is 
the time the order should be closed. The cultiva- 
tion of the correct mental attitude will be found 
very essential. 

C. H. SUDLER 



TWO MISTAKES 

You CAN MAKE two mistakes in business. You can 
sell a man too much and you can sell him too little. 
If you sell him too little, you will make a dis- 
satisfied user of him; if you sell him too much, you 
are apt to be reminded forcibly of the fact by the 
charge-back which you will receive. 
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WHY SOME SALESMEN FAIL 

The following list of reasons why a salesman 
does not succeed was compiled from a careful 
study of reports made at local and general conven- 
tions; also from personal inspections of agencies 
and examinations of methods used by salesmen: 

A salesman may fail from lack of tact In intro- 
ducing himself to the prospects he visits. 

He may fail if he is slovenly and careless in his 
dress and habits, because this leads other men to 
suspect that he is not prosperous and does not 
represent a first-class concern. 

He may fail because he does not answer the 
prospect's questions and objections intelligently, 
concisely and without too much detail. 

He may fail if he speaks indistinctly, or too 
rapidly, or if he lacks animation and earnestness. 

He may fail because he indulges in awkward 
expressions and gestures, or offends the prospect 
by undue familiarity. 

He may fail for lack of dignity. 

He may fail because he gives an indiscreet 
answer to the prospect's question. 

He may fail by not making proper use of the 
advertising matter furnished for distribution. 
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SIZING UP A PROSPECT 

Learn to size your man, his peculiarities and 
mood. All men like honesty, politeness and 
earnestness. All men admire persistence. 

Nine times out of ten you can bank on facts to 
fetch your man. Make them clear as glass; 
strong and few. Don't bewilder a man with a 
mass of trifling arguments. Tie to a few important 
points, drive them in and clinch them. But tell 
him what he wants to know. If a trifle will close 
him, it's no trifle. 



THINGS TO REMEMBER 

Remember that you explain your goods to cus- 
tomers for the purpose of securing their orders. 
The part of a salesman is to do and say that which 
will bring about this end. 

Do not intrude your personality on the notice 
of the prospect, but try to make him forget you 
and become absorbed in studying the goods. To 
do this you must forget yourself. 

You must interest the prospect in your articles, 
and what they will do for him, or he will not buy 
them. You must get him interested at the start, 
and hold and deepen that interest until you are 
through with him. Watch him carefully while 
you are talking, and avoid long pauses* 



i 

I 
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WORDS OF JOY 

Be a good listener. This habit puts shot in 
your locker. It gives you the psychology of the 
"case" and puts your feet firmly on the bed-rock 
by permitting you to apply the basis measure — 
"Put yourself in his place.'* 

Know you are right in your facts and arguments. 

If your argmnents are based on hearsay or **hot 
air" you will not be convincing. Unless you have 
gathered the facts yourself the chances are you 
may be lying about your own goods! 

Argument vs. Facts. 

You may think your opinion is argument. It is 
not, nor is it convincing unless insinuatingly sup- 
ported by facts gleaned from your own experience 
or that of known authorities of repute. 

— H. B. Joy 



ENCOURAGEMENT 

Why is it that when a man has secured one order 
he can scarcely wait to call on the next man? It 
is because he has confidence in his ability to sell. 
He knows that he can make good. 
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DON'TS 

Don't flatter. Sincerity in business is as com- 
mendable as sincerity in religion. 

Don't "put on" a civility and formal politeness 
which are not natural to you. 

Don't trust to persuasion alone to land your 
prospect. Convince him. Persuasion is the soft 
glove; conviction is the iron hand underneath. 
Let your manner be as conciliatory as possible, 
but put into your arguments a firm grip of con- 
viction that he cannot get away from. 

Don't dodge a question or objection. Answer it 
fairly and squarely. 

Don't assume to know more about his business 
than he himself does, for you cannot make him 
believe it. 



FIVE THINGS 

There are five things that will sell your goods 
to almost anyone who can use them: First, adver- 
tising material in the hand; second, sympathy in 
the eye; third, knowledge of the business in the 
brain; fourth, ability to express the ideas on the 
tongue; and fifth, the order form in the pocket. 
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TAKE YOUR TIME 

Speak deliberately. If you see from a puzzled 
or doubtful look on the prospect's face that any- 
thing is not quite plain to him, stop and make it 
plain. Take time enough to explain each point 
thoroughly. Whenever you make a statement 
that is open to question, be sure to get his assent 
to it before you proceed. If he will not assent to it 
exactly as you make it, modify it until he does. 
Get him to assent in some degree to every proposi- 
tion you make, so that when you get to the general 
result he cannot go back and disagree with you. 
Don't do this, however, as if you were trying to 
corner him, but with a simple desire to reach a 
reasonable basis of argument. 



COME BACK AT HIM 

Don't be discouraged if a prospective purchaser 
tells you: "Oh, I am sick of hearing about these 
goods of yours. I have had them talked to me for 
the last five or six years." Say to that man: 
"The reason you object to hearing about my 
article is that you never had the advantages 
properly explained to you. You have too much 
common sense, too much ability, not to appre- 
ciate these goods, because if you hadn't you would 
not have a fine business like this." 
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MORE DON'TS 

Don't disparage the prospect's opinions or 
methods. It is better to keep him on good terms 
with himself. 

Don't antagonize him. Approach him in a 
friendly, agreeable manner. Remember, "Honey 
catches more flies than vinegar." Act as if you 
knew you were going to get on with him all right — 
not as if you were prepared for a hard tussle. 

Don't take an argumentative attitude, but don't 
fail to have your arguments at hand in case of 
need. It is a trait of great men worth imitating to 
seem to be going along with the other fellow while 
you are really making him come your way. 

Don't tease him to look at your goods. When a 
salesman begins to beg it is evident that he has no 
more arguments to present. 



ROGERS IS RIGHT! 

The two great things a salesman should learn is 
when to talk and when not to talk — and the great- 
er of these is when not to talk. There are more 
orders lost through too much conversation than 

from a lack of it. 

—J. E. Rogers 
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GET HIS ATTENTION 

Do NOT ATTEMPT to talk to a man who is not 
listening, who is writing a letter or occupying 
himself in any other way while you are talking. 
If he cannot give you his attention, say to him: 
" I see that you are busy. If you can give me your 
attention for a few minutes I shall be pleased; 
but I don't want to interrupt you if you cannot 
spare the time, and I will call again." 

Put yourself in his place from the very start. 
Make him feel, not that you are trying to force 
your business upon him, but that you want to 
discuss how his business may be benefited by you. 



MORE ABOUT USERS 

The best salesmen have been the men in close 
touch with their users. They know what an aid a 
thoroughly satisfied user can be to them. The 
salesman who follows up his users and sees that 
they are getting all the benefits possible out of the 
company's product, puts an end almost entirely 
to cancellations and picks up points as to where 
other goods can be sold. 



i 
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SATISFY THE PROSPECT 

When talking to a prospect keep continually in 
your mind the point you wish to make. Make 
every word you say lead his mind along the lines 
you want to think until he admits the point. 

Let him do some of the talking. The chances are 
that every time he makes a statement he will give 
you a good opening. Make over his objections 
into selling points for your goods. Never pass by 
one of his objections without taking advantage of 
it. Don't slide, but satisfy his mind as you go 
along. 

Either you sell him or he sells you. Either you 

get his order or he convinces you he can afford to 

wait awhile. If he convinces you, he is the stronger 

salesman. 

— ^H. E. Blake 



KEEP YOUR EYES OPEN 

When you go into a man's place of business keep 
your eyes open and study his methods; suggest 
something to him. If you are a close observer you 
can find something in a half-hour's time that will 
interest the man and give you a good opening. 
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LEARN TO CONCENTRATE 

A CERTAIN SALESMAN was in the habit of writing 
into the home office telling them what fine pros- 
pects he had. He would tell them of a man who 
had definitely promised an order, say, next week. 
Another man had agreed to see him within a few 
days. A third had put him off with some excuse, 
but had told him that the next time the salesman 
called he would receive the order. And so it went 
on week after week and month after month, and 
the salesman sent in very few orders. 

The sales manager called this salesman into his 
office and said to him: 

t 

"Your whole trouble is that you have too many 
irons in the fire. That is the fault of a great many 
salesmen, especially young ones. You are en- 
deavoring to cover too many prospects at one time. 
What I want you to do is to pick out about six of 
the most definite prospects that you have, con- 
centrate on these men and keep away from the 
others until you have found out whether those six 
men will buy your goods or not." 

He talked to the salesman along these lines for 
quite a while, and the salesman went out to his 
territory and the second day secured a fine order, 
and from that the salesman's success was assured. 
The moral is, " Concentrate J^ 
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SPEAK DISTINCTLY 

A SALESMAN WANTS a prospcct to hear exactly and 
clearly just what he says the moment he utters it. 
Elocutionists have taught us that in talking we 
must use the fewest possible words, and every 
word that we do use must be heard. There is 
nothing so tiresome as trying to hear a person 
when you cannot really hear him. 

A man will often listen to somebody talk if that 
person can do it nicely, even if there is no prob- 
ability of his ordering any goods from him. We 
are too apt to send the words out through the teeth 
instead of opening the mouth and allowing the 
words to roll out and just drop down wherever 
they belong. The difficulty with most men is that 
they do not open their mouths wide enough in 
talking. It is absolutely necessary that every 
word should be uttered distinctly. 



THE KICKER 

A MAN who won't kick at the price is not very 
much interested; a man who kicks at the price 
must be interested or he wouldrCt kick. 

— ^J. E. Rogers 
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LOOK WITHIN 

No MATTER HOW MUCH may be said and printed on 
the subject of methods to be employed in selling, 
every salesman when he fronts the buyer must fall 
back upon his own native ability. In almost every 
case he finds some new or changed condition not 
covered by his manual. He is also restricted and 
hemmed in by his own individuality. What might 
prove a successful method for one, would result in 
dire failure for another. Imitation is fatal. A 
salesman must look to himself. He should seek 
within for his difficulties, not without. 

— ^Henry Theobald 



HIS SECRET 

A PROMINENT SALESMAN was askcd for advice on 
how to sell goods. He said: 

"Hard work, sticking to a prospect as long as 
there is the remotest chance of selling him, and 
always referring him to users in his neighborhood. 
Never taking *No* for an answer; having patience 
with people, and insisting that they look at my 
goods, giving them to understand that it places 
them under no obligations to buy." 
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MAKE SURE THAT 
HE KNOWS 

There is little gained in carrying a prospect 
along smoothly through a demonstration without 
any appearance of disagreement if all the while 
there lurks in his mind a question about some 
important assertion you have made. Even 
though he doesn't remember precisely what point 
it was upon which he disagreed, the feeling of 
opposition to your argument as a whole remains in 
his mind; and no matter how sound most of your 
propositions may be, the one that he disagrees 
with still leaves a weak point, and he is not con- 
vinced. "A chain is no stronger than its weakest 
link." If there is one weak link in your argument 
it is likely to fall apart. 



HOLD SOMETHING BACK 

Don't talk too much about your subject. Sales 
are often lost because a salesman tries to tell all 
he knows. Leave something unsaid. Get your 
prospective customer to ask questions. Arouse 
his curiosity. Knowledge begins in wonder. Get 
him to think and you will get him to buy. 
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STEP BY STEP 

Cast aside all attempts at being a clever talker, 
all idea that there is any trick of words or manner, 
any secret artfulness about selling and put your- 
self in the plain, unaffected spirit of a man who has 
simply the truth to tell, and is bent upon telling it 
in the plainest, homeliest way. Avoid above all 
things the fatal mistake of demonstrating to your 
prospect with a sense of fear, haste and uncer- 
tainty. Realize fully the power of the facts you 
have behind you, and have the full confidence of 
your convictions; make each point clear and con- 
clusive, and lead the prospect by simple steps up 
to absolute conviction. 



THE QUESTION-ASKER 

There is nothing I like better than a prospect who 
will ask questions in a reasonable manner. Never 
be discouraged when a prospect says "I will not 
buy. You are only wasting your time." The men 
who make statements of that kind are very often 
the best prospects you can get. Of course they 
don't want to buy. Why? Because nine-tenths of 
them do not know what you have to offer. 



HUNDRED-POINTERS 6i 



SPRING THEM ON HIM 

It is well for the salesman to have at hand a 
number of strong original testimonials from local 
users. Without mentioning these testimonials, he 
can say to the prospect, "I can refer you to Mr. 

y Mr. , and a number of other 

people," asking him if he knows them. If the 
prospect does know them, tell him to speak to 
them and see what they say about the goods. If 
he assents, say to him that you can save him the 
trouble of calling on them, as you have the signed 
statements of those men with you. Then read 
the testimonials. 



A REMINDER TO THE 
PROSPECT 

I FIND IT GOOD POLICY to Icavc an order blank with 
a prospect I have been working and whom I have 
not been able to close. Just before leaving his town 
I leave this order blank, with all specifications 
properly filled out. 

He will perhaps order if he has the blank at 
hand, when he would hesitate to ask me to make 
a special trip to see him. 
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USE YOUR USERS 

The man who secures a contract from a customer 

and turns it in and ends at that point, is generally 

a very poor salesman. The man who obtains a 

contract, makes sure that it is properly recorded, 

keeps in touch with it through its various steps, 

until its completion, and then visits the customer 

afterwards to see that he is well satisfied, is the man 

who is co-operating in all the details. This has the 

further advantage that it generally makes a friend 

of the customer and thus adds to the value of the 

salesman to the company. 

— ^W. C. L. Elgin 



PUT IT OVER 

Never let yourself be stopped a second time by 
the same question. There is no excuse for any 
salesman being at a loss for a reply to any question 
put to him if he will take pains to understand his 
subject and avail himself of the training and sug- 
gestions and help which the sales department 
extends to him at all times. 

Let your argument be strong and unwavering 
on the point that a business man should see a 
thing for himself and fairly understand a proposi- 
tion before he rejects it. 
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PROFIT IS MUTUAL 

A PROSPECTIVE PURCHASER wiU often say to a 
salesman, "Oh, yes, you are very anxious to sell 
me your goods because you get a commission on 
the sale." My reply to this is, "Of course, I get a 
commission on the sale of my goods. I am in this 
business to earn my living just the same as you 
are in yours. You know that your business is a 
thoroughly honest one or you would not be in 
business; so with mine. The price asked is a 
fair one. We make one small profit on each sale, 
while you make a profit on this article every day 
you use it during your whole business lifetime. 
I am not anxious to sell you just because of the 
commission I make. I know that my goods will 
do all and more than I claim for them. I know 
that you will become a satisfied user and recom- 
mend them to many of your friends. It is in that 
way that I will profit, but I can only do this by 
getting your good will." 



THINK IT OVER 

If you go away somewhere and just think for a 
half a day how to improve your business, and then 
write down the things as they come to you, you 
can be certain that your business will increase 
fifty per cent within six months. 

— ^HuGH Chalmers 
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USE YOUR SATISFIED 
CUSTOMERS 

Probably there is no other one mistake which 
salesmen make so often as the failure to get all the 
advantage out of a sale once made. Even good 
salesmen are apt to think when a contract is 
signed that that is the end of the profit for them 
in that direction. As a matter of fact, there is no 
other assistance which a salesman can turn to his 
account so valuable as the good will of a satisfied 
customer. It is, if properly used, a perpetual, 
standing advertisement right in the locality where 
he needs it most. 



CANCELLATIONS HURT 

Nothing tends so much to shake the confidence 
of a company in a man as an abnormal number of 
cancellations on his sales. It is much better for 
your reputation and your record to sell fewer 
goods per month with no cancellations than it is 
to sell more goods with more cancellations. Of 
course the very best men have some countermands 
and sell to people from whom the house cannot 
collect, but a good salesman will use his vigilance 
to prevent this. 
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AVOID TRICKERY 

Whatever you do, do not antagonize your pros- 
pect. Do not interrupt him when he is talking; 
let him have his say. Do not let him feel that you 
ai'e a bore, or that you are trying to get around him 
by any tricky misrepresentation of your purpose 
or your business. Make him feel that you are 
honest with him from the start; that you have 
come to talk business, but that you do not mean 
to intrude on him if he cannot spare a moment; 
that you sincerely believe his interests are identical 
with yours; that you are only anxious to discuss 
the matter impartially. 



GET THE RIGHT WIRE 

Never attempt to sell a busy man a line of goods 
until you feel sure that you have switched the 
current of his thoughts, no matter in what direc- 
tion, so that it is taken off the "wire" that was 
previously conducting it. Once his ideas have 
taken any direction which you have suggested, 
they become more readily amenable to further 
suggestions. 
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USE EYES AND EARS 

When a man makes his first call on a prospect he 
should keep both eyes and ears open and endeavor 
to acquire some knowledge, if possible, concerning 
the amount of business a man does, his methods 
and his special needs. It is most important that he 
should do this, as it will enable him to handle that 
man with better advantage and to supply his needs 
as they should be supplied. Having this informa- 
tion, he can present his goods more clearly and in- 
telligently and can use better arguments to induce 
the prospect to sign the order. 



DON'T WASTE TIME 

FvE SEEN many a salesman's time wasted by 
allowing the buyer or customer to lead the con- 
versation to subjects that were entirely foreign to 
the sale, arid when the salesman wakes up — the 
buyer's timte has been all used up, and a sale lost. 
Leave yourself plenty of time to close — in fact 
half of your time in a sale's interview should be 
used in concentration upon the buyer to get him 
to do the thing you want him to do. 

— W. H. Rankin 
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PAVE THE WAY 

If you have failed to sell your man, don't give 
him up, and, most important of all, do not let 
your temper or disappointment get the better of 
you so that you will antagonize him, thereby 
making it impossible for you to visit him again. 
When there is no hope whatever that you will 
sell him that day, leave some strong advertising 
matter with him. Tell him that of course you 
can understand that it is difficult for him to make 
up his mind, as it is a new proposition to him. 
Ask him to think about it, and then call again. 
Give him, when he leaves you, one strong argu- 
ment to remember. 

If your demonstration has been what it should 
be, it will have made an effect on the prospect, 
although, perhaps, he does not show it, but he will 
think about it, and when you call on him again, on 
your next visit to the place, you will find him in a 
more receptive mood. 



THE SILENT PROSPECT 

Some salesmen believe that the art of selling lies 
in talking, and they sometimes acquire the habit 
of talking too much. The prospective purchaser 
who smilingly assents to everything a salesman 
says does not intend to buy. He is framing up 
an excuse for himself. 
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HELPFUL HINTS 

Tact and diplomacy should be used in getting 
your man to a point where he will make a definite 
decision. All of us like to put things off, and a 
salesman is doing the prospect a favor if he can 
politely suggest appointments in which to talk the 
matter over more thoroughly. Be sure that your 
prospect has gone into the matter thoroughly. 
Use your interview to uncover the reasons why he 
hasn't bought; show him the answer to these 
reasons and you will find your sale nearer com- 
pletion. 

The market is often found in the most obscure 
places. Only by working your field closely, care- 
fully and patiently can you get the full amount of 
business from it. Systematic covering of your 
field along a definitely laid down plan wiU help 
you make your field more productive than you 
ima^ne it is. 

— J. W. HOGUE 



ASK HIM 

I HAVE FOUND in a great many cases that the pros- 
pect does not really understand what we are 
trying to sell him. He says he does, but to satisfy 
yourself, just have him tell you what you have 
been telling Aim, and you will be surprised how 
little he really does know. 
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ORDER FORMS 

Many concerns use order forms which often 
seem quite involved. If a man objects to signing 
such an order on account of its form, tell him that 
it complies with the law in his particular State. 
The holding clause is to prevent loss to your house 
in case there should be any change in the circum- 
stances of the purchaser from the time of the sale 
until the payments are completed. This is no 
more than common business precaution, and 
cannot be objectionable to any honest man, 
because it binds your concern as well as the pur- 
chaser; and after your company has accepted the 
order at the factory, the contract is just as binding 
upon them as upon him. 

Don't let there be any misunderstanding about 
the order if he signs it. One of the very best things 
to do is to read the order over to him, and bear 
down hard on the fact that the order cannot be 
countermanded. If this is done, and every pre- 
caution taken to have him understand that he has 
signed a contract, there will be little chance for a 
countermand. You cannot afford to waste your 
time on orders that will not stick. 



SERENITY 

No MATTER how out of temper your customer 
may be, keep yours. 
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THE SUN AND THE 
SILVER DOLLAR 

Do YOU SEE the sun shining out there? Here is a 
silver dollar. You know the sun is a million 
times bigger than the dollar, but if you put the 
dollar close to your eye, you shut out the sun 
entirely. That little insignificant dollar has 
obscured the sun. So it is with the price asked for 
this device. You know that the amount it will 
save you is greater than the price asked, but still 
you hesitate. All the good it will do you is lost 
sight of. Is this good business ? 



PRICE vs. BENEFIT 

Don't forget when you approach a prospect to 
sell him your goods that very often the price of the 
goods in his mind is way up and benefit way down. 
It is your duty as a salesman to reverse this order 
of things. The way to do it is to use the proper 
arguments and to use them with force, earnestness 
and enthusiasm. When you properly demonstrate 
the real value of your goods to a prospect you will 
lower the price and raise the benefit in his mind. 
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CAB ARGUMENT 

Here is a good argument on cost: If you want 
to catch a train and the station is just around the 
corner, you will probably walk. That is the 
cheapest way. But if the time is short and the 
station half a mile away on a horse-car line you 
will take the car. It costs a nickel, but is more 
likely to get you there on time. But if the station 
is a mile away and car connections uncertain, you 
will take a cab and pay fifty cents to make sure 
of your train. There is a remote possibility that 
the cab will lose a wheel or the street be blocked; 
but nothing in this life is absolutely sure, and the 
sensible thing is to be as nearly sure as possible, 
even if it costs a little more. 



TWENTY vs. FIVE 

What makes a twenty-dollar bill worth more than 
a five-dollar bill? It is not the intrinsic value of 
the paper. So far as the cost of production goes, 
one is worth as much as the other. The difference 
is in what the twenty-dollar bill will do. It will 
buy things and accomplish things for you that the 
five-dollar bill can't touch. That is why the 
twenty is worth more. 
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REAL ESTATE ARGUMENT 

The lot your store stands on is probably worth 
JiOjOOO. Think of it — a little piece of the earth 
50 X ICO feet, or perhaps less, worth J 10,000! 
Now, when you went to purchase that lot did you 
tell the owner that that piece of ground cost him 
only Jio, and, because it was part of a farm worth 
probably J50 per acre when he bought it, that you 
expected him to sell it to you for about J20? 
Did you expect him to lose sight of the fact that 
what he had purchased as a farm was now the 
center of a thriving city and of great value? Or 
did you not rather ask yourself, "What is it worth 
to me?" — and "What will I make if I invest my 
money in it?" And if, after considering the mat- 
ter, you saw that it would be to your advantage 
and profit to invest your money in that lot, you 
would do so willingly and think you had bought a 
cheap piece of property, and not worry over what 
the original cost was or what the other fellow made. 



RESOURCEFULNESS 

A GOOD SALESMAN wiU handle a hesitating pur- 
chaser differently from the way he would a strong 
and obstinate one. He will have sufficient percep- 
tion of the character and general business situation 
of the man he is dealing with to know what argu- 
ment will best appeal to him. And, above all, a 
good salesman will not be easily bluffed. 



V 
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CORK ARGUMENT 

The Ivory Soap people once made use of the 
following argument (and this argument applies 
equally well to selling goods): "There are two 
values to every purchase — what it costs and what 
it pays you. Cork costs a few cents a pound, but 
if you were drowning half a mile from shore its 
value would be not what you paid for the cork, 
iuf what the cork paid you ^ 

STICK ON THE RAILS 

No EXPERIENCED SALESMAN cver lets a customer 
throw him off the track. When a customer says, 
"Yes, but I think I can get a larger discount 
somewhere else," the up-to-date salesman an- 
swers, "Possibly; we'll talk about that in a minute. 
Just now I want to show you exactly how this 
gas engine or typewriter or automobile or sewing 
machine works/* And he goes ahead with his 
argument. If a salesman stopped to answer 
every objection at the time it was made, he would 
lose all the cumulative effect of his argument, and 
quite possibly arouse a spirit of antagonism in the 
mind of his customer which no amount of argu- 
ment would remove. If he puts off the customer 
with the proper kind of an answer, it is more than 
probable that by the time he has completed his 
argument he will have answered that objection 
and many others. 
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START RIGHT 

Some of the hardest problems of salesmanship 
are made harder because the salesman expects 
them to be hard. If you make up your mind that 
anything is going to be a mighty difficult job the 
chances are that it will be. There is a good deal in 
the point of view you take. 

If you make a great bugbear of anything the 
prospect will probably do the same. If you look 
at it as the right and natural thing to do, explain 
it in a natural way and expect it to be easy, it 
surely will be easier. 

Some salesmen say: "I can get my prospects to 
admit that my goods are right and my prices are 
right, that they ought to have them, and yet I 
can't get the men to sign the order." Now the 
trouble is that they have left a weak spot some- 
where along the line before they came to the 
closing argument. The final appeal is only one 
link in the chain. It is only a cap to the whole 
climax of argument or demonstration which has 
gone before. Do not expect any closing argument 
to stand by itself and sell your goods. It won't 
do it. 



Rely for your business on personal work, not on 
tips from friends. 
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AGGRESSIVENESS 

Don't put yourself in a defensive attitude. 
Don't talk as if you were trying to prove that you 
are telling the truth. When you say a thing is so, 
state it as an undeniable fact. If it is a question 
of veracity, don't protest violently that it is so, 
and altogether so, whether he believes it or not, 
and that you can prove it. State only facts, and 
assume that he believes you. 

When a man asks you a direct question, answer 
it directly. Don't dodge. Don't go round about 
and begin with a lot of explanations. 

If he says, "How is this?'* or "What about 
that?" don't begin by saying, "Mr. So-and-so, 
when this company first went into business,'* etc. 
Don't give him a lot of ancient history, and gradu- 
ally lead up to the answer to his question, nor lead 
away from it trying to make him forget it, but 
answer him directly, instantly, plainly. 



CO-OPERATION 

There will be few chances of making sales 
unless the selling force works in unison with the 
advertising, and carefully develops the desire to 
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purchase, which the printed matter has created. 
The salesmen must be thoroughly acquainted 
with the character of the advertising, so that in 
talking to the consumer he may dwell upon it 
intelligently. Even when this is done it is very 
often impossible to clinch an order on the one 
visit. In this case, the salesman must carefully 
fill out his back call, and further advertising matter 
must be sent so as to reach the prospect in the 
logical time preceding that call. 

— ^Thos. R. Elcock, Jr. 



DR. JEKYLL AND MR. HYDE 

Every man has two sets of manners. He has his 

buyer's manners, the manner he uses in talking to 

salesmen, and then he has common ordinary 

every-day manners. A prospect may be talking to 

his friends in the very best of humor, but just as soon 

as some salesman comes in, he will meet him, and 

from the way he looks, you would think somebody 

had shot him full of buckshot. That is his 

buyer's manner. That is the only way he can 

fight you, and he puts that on every time a 

salesman walks into his office. 

— ^J. E. Rogers 
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SUPER. SALESMANSHIP 

BY CHARLES M. SCHWAB 

The highest salesmanship consists in making 
a buyer understand the true merits of the article 
you are seeking to sell. My experience has taught 
me that the effort to make a man buy something he 
does not need in the long run defeats its own purpose. 

♦ ♦ « 

The great salesman must have profoundly at 
heart the interests of his customer, for no business 
can develop except as it promotes the interests of 
those who use its goods or its services. In sales- 
manship the greatest possible unselfishness is the 
most enlightened selfishness. 

The super-salesman will not only study the 
immediate needs of his customers but he will pro- 
vide against those needs even before the customer 
realizes that they exist. 

« ♦ « 

One of the greatest elements of skill in a sales- 
man is to create in the mind of the customer the 
thought that the salesman will in fact be able to 
produce the goods which he is trying to sell. The 
samples may be fine, but the customer must know 
that the man in the factory behind the samples will 
also do his part to the uttermost. 

The supreme salesman, furthermore, must be a 
man who can not only make the customer want to 
buy, but who can also make the salesman's 
own producing organization equally enthusiastic 
to deliver the goods. 
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That is something new in salesmanship. I may 
induce you to buy large quantities of goods from 
me, but unless I can induce my organization, 
down to the humblest workman, to want to produce 
those goods economically and efficiently my skill in 
selling you the goods is wasted. 

« ♦ « 

It is easy enough to sell goods if the price is 
made very low. Good salesmanship means getting 
a good price for good material. // is not always the 
best salesman who sells the greatest quantity of goods j 
but it is the best salesman who sells the greatest 
quantity at the best price. 

^r ^r ^r 

The salesman of the future will not be merely 
contented to triumph over his competitor. We 
are entering an era of co-operation where we are 
be^nning to see that the success of any business 
does not consist in failure of its competitors. 

4c ♦ 4t 

The super-salesman is a man true to the inter- 
ests of his customers and whose supreme purpose is 
to quicken the imagination of his customer and 
to make the customer see the true virtues of the 
goods the salesman is selling. 

The super-salesman foresees the needs of his 
customers and provides against those needs in 
full faith that the event will justify his foresight. 

The super-salesman puts his ideals above his 
profits, in full confidence that profits will surely 
accrue to fine Ideals intelligently executed. 

From an address delivered by Charles M. Schwab before the 
World's Salesmanship Congress at Detroit 
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PITHY POINTERS 



Either you sell him or he sells you. 

— ^H. E. Blake 



Talk little y talk well and to the point. 

— H. B. Joy 

The things worth having in this world all command 
high prices y and must be striven j or. 

^W. H. COTTINGHAM 



// never takes long to agree on a price if you have 
something really good to offer. 

S. C. DOBBS 



The purchaser is the best salesman on earth. 

— ^T. J. Watson 

// is not what we say to a man but that part which he 
believes that sells him. 

— ^J. E. Rogers 

The greatest asset that any company has is its human 
asset. 

— F. E. Mutton 

You never will have difficulty in obtaining interest : 
if you will convey real ideas to your prospect. ^ 

— W. F. Titus 



8o 
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TWELVE THINGS 
TO REMEMBER 



The Value of Time 
The Success of Perseverance 
The Pleasure of Working 
The Dignity of Simplicity 
The Worth of Character 
The Power of Kindness 
The Influence of Example 
The Obligation of Duty 
The Wisdom of Economy 
The Virtue of Patience 
The Improvement of Talent 
The Joy of Originating 



The above "Twelve Things to Remember" 

were the guidbis rules of the late 

Marshall Field, of Chicago 



Success is afoot early. The executive who opens his 
I'/ufesk at S.JO has a tig jump on fiis easy-going 
' \ neighbor. 

— ^HuGH Chalmers 
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GLORY 



It isn't money alone that 
draws men on to great 
enterprises; it is that glow- 
ing satisfaction which comes 
from fine achievement. 

A business must be pro- 
fitable if it is to continue to 
exist, but fhe glory of busL 
ness is to make it so success- 
ful that you can do great 
things because they are great 
and because they ought to 
be done. 

CHAS. M. SCHWAB 



N 



Every time a salesman does something right for his 
company y he does something right for himself. 

— W. J. Evans 
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ARE YOU ON IT ? 



The path to the savings 
bank is the main fork to 
the highway of prosperity. 

If more of our young 
men were on speaking terms 
with the receiving teller 
there would be less work for 
the salvation army. 

— ^HUGH CHALMERS 



Knocking your competitor is like arming a small boy 
with a big shot-gun. The aim is seldom goody but 
the kick is. 

— ^Printers' Ink 
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Getting His Good 'Will 



That old saying, "A pleased cus- 
tomer is the best advertisement," 
is just as great a truth to-day as 
the day it was written. What can 
equal the trade-making value of a 
satisfied customer? What can 
equal the trade-killing power of a 
dissatisfied one? The man who is 
well pleased not only gives his own 
trade, but he influences business 
by telling others. This personal 
endorsement is what is needed in 
business. Advertising will attract 
people to a product, competent 
salesmen and satisfactory goods 
and prices will make the first sale, 
but a customer's ^oo</-te;/7/ must be 
secured if the business is to be 
made a permanent success. 

— E. D. GIBBS 



fFe have mentally pasted *'Not Interested** labels on 
the doors of many prospects. Keep these labels off 
the doors. 

— N. C. R. Co. 
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CONCENTRATE 



Your value depends upon how 
much you can make of every 
minute of the day. In all things 
be prompt. Get the thing done. 
Bo it now. Delay is fatal. The 
only way for a busy man to get 
through his work is to take up one 
thing at a time and stick to it 
until he puts it through. Never 
mind if the work is difficult — it 
must be done. Tackle it now. 
Get rid of it and take up the next. 
This is the only way to keep abreast 
of your work and to be ready for 
more. Such practice will soon 
develop in you a great capacity 
for work and action. 

— W. H. COTTINGHAM 



^«// when you are through. Ifs easy to talk yourself 
out 9f an order. 

— ^J. A. Wilson 
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AMBITION 



I CONSIDER the following charac- 
teristics absolutely necessary for 
any man to make a success — hon- 
esty, loyalty, tact and sobriety — 
and added to these is the greatest 
asset of them all — ^ambition, the 
keynote to success. Without ambi- 
tion, or energy, if you please, the 
average man is sure to fail, for it 
is absolutely imperative in this 
age of sharp competition that 
every man put forth the best effort 
he has in his make-up and that he 
devote every moment of his time 
when he is on duty to the further- 
ance of the interests of the firm 
who has placed enough confidence 
in him to make him their personal 
representative. 

— DON LEE 



Know your product and make your prospect know 
your product. 

— ^J. W. HOGUE 
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MINUTES and MONEY 



fThat are you doing with your 
minutes? Think about it. Take 
care of the minute part and the 
money part will take care of itself. 

A minute has no negative quali- 
ties. It can be made to yield 
something, but not nothing. Its 
yield is something beneficial or 
something harmful. 

When you idle away a minute, 
you breed the germ of the far- 
flung habit of idleness, which is 
responsible for more dismal, down- 
right, flat failures than any other 
habit known to mankind. 

The man who utilizes every 
minute of every hour becomes a 
bigger, better, broader being every 
minute. He achieves, and the 
rewards of achievement are his. 

J. WATSON 



Don^t look for work to equal your ability. Look for 
something above your ability y and then strive to 
bring your ability up to that work. 

— ^J. S. Ogsbury 
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Rules of A Merchant Prince 



It is not the wages received, but 
the attention given to your duties 
that counts when future prosper- 
ity is considered. 

Do not exceed your income. 
A part of your salary should be 
put in the bank no matter how 
small or large it may be. 

Always be civil and polite. 
Civility is our cheapest com- 
modity. 

No matter how high your posi- 
tion is, aim for the top. There is 
less competition there than at the 
bottom of the ladder. 

^HENRY C. LYTTON 



// is easier to find ten concerns that will buy one of 
our machines than to find one concern that will buy 
ten of them. 

— ^W. S. Ealey 
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To Think Is The Thing 



The bio men to-day are those 
who have gone through every 
phase of experience of the busi- 
ness in which they are engaged or 
have used the modem facilities of 
intercommunication for making 
themselves familiar with the best 
practice in all phases. They are 
drawn from all conditions of men. 
Thus, even in the matter of 
brawn, you will find in the col- 
leges the greatest teams in the 
line of athletic endeavor get their 
men from all strata of life and not 
from any one line. There is a 
great interchange of thought and 
the big men are only those who 
welcome this. To think is the 
thing, 

—GEORGE W. PERKINS 



The first man that a salesman ought to sell is himself. 

— ^HuGH Chalmers 
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It is not the man who is jumping 
up and down all the time who pro- 
duces the best results. It is the 
man who keeps his human ma- 
chine in good shape, using his 
brain and doing some good con- 
sistent thinking. 

Just in proportion as we get 
ourselves trained into habits of 
right thinking and the forming of 
habits of accuracy, habits of sin- 
cerity, habits of honesty, just so 
much have we got out of our will 
power, leaving us free to do bigger 
things. Old thoughts are easy, 
because they go through the same 
channel, but new thoughts are 
hard. 

— E. A. DEEDS 



Don^f blame the buyeVy don^t blame the goods; if you 
dorCt get the order blame yourself. 

— ^H. S. Evans 
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THE VALUE OF TIME 



Time is the greatest factor in suc- 
cessful work. The man who 
solves the problem of how to make 
the most of time has found the 
way to make the most of himself. 

Without doubt there is nothing 
so costly that is so much wasted 
as time. It is wasted in too much 
sleep, in too much leisure, and in 
downright laziness. It is squan- 
dered in useless pleasures, and in 
excess of recreation. It slips 
away in ease and comfort almost 
without our knowing it. In truth 
the precious moments fly. How, 
then, shall we save them? There 
is only one way — concentrate. 

W. H. COTTINGHAM 



Firsty Know your business; second^ Believe in it; 
and third y Be enthusiastic over it. 

S. C. DOBBS 
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THE JOB AHEAD 



We hear much to-day about 
"keeping your eye on the man 
ahead," and many young fellows 
have absorbed that thought. But 
I think somehow we have failed 
to impress the boys with the vital 
need that they prepare for the 
job ahead. 

It is not enough to watch the 
job ahead, nor to want it. We also 
must be ready to handle it when 
the opportunity comes our way. 
I fail to see that spirit about me 
to-day among the young men in 
business — they don't seem to care 
to devote their evenings to hard 
study and the thought necessary 
to digest what they learn and thus 
get ready for advance. 

— ^HUGH CHALMERS 



In successful business there is a call higher than 
that of the dollar. 

— R. L. Houston 
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SERVICE 



If there is one thing that is im- 
portant in business it is the satis- 
faction that we give customers. It 
is the backbone of business. You 
have here what I might term a 
perpetual motion machine. Or- 
ders produce customers; service 
produces satisfied customers; sat- 
isfied customers produce orders, 
and then we go on and say these 
orders produce other customers; 
service produces other satisfied 
customers, and thus on around 
this cycle of progress. 

The service which we want to 
give customers is intelligent ser- 
vice; cheerfully rendered. It is 
the spirit hack of the service that 
will make it acceptable to our 
customers, as well as profitable to 
our company. 

C. L. HAYES 



Your opportunity will increase in ratio to your 
increased knowledge of your business. 

— G. W. Spahr 
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The Strong and The Weak 



All men of equal ability, equal 
brain, equal push, and equal 
ambition are born free and equal, 
but you can't take a three-legged 
horse and make him run as fast as 
a four-legged one. You can't take 
a lazy man and get him to produce 
what a working man will do. 
That isn't the plan of nature. 

There is a percentage of strong 
timber and weak timber in every 
forest. Men are the same way. 
You will find strong ones and 
weak ones in the same family. 
Some will be successes and others 
will be failures. 

Training is a very wonderful 
thing, but if you didn't have com- 
mon sense all the training in the 
world wouldn't do you any good. 

— ^HERBERT KAUFMAN 



The time from 8:jo to i2:jo is twice as valuable as 
any other four hours in the day. 

— Hugh Chalmers 
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Good Riiles To Remember 



You CANNOT properly execute an 
order until' you know what the 
order is. 

It is better to ask a question 
than to make a mistake. 

If you're not sure you're right, 
you're probably wrong. 

Be sure you know where you're 
going before you proceed. 

Know what you want before 
you ask for it. 

Know what you're told to do 
before you try to do it. 

Getting the story sometimes 
delays the start but it expedites 
the finish. 

— ^THE AMBASSADOR 



DonU send a gunboat after a wharf raty nor try to kill 
bear with birdshot. 

— ^J. A. Wilson 
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Capitalize Yourself 



Each of us is capitalized. Sup- 
pose you earn ^i,ooo a year. At 
4 per cent that is the yearly inter- 
est on ^25,000. In other words, 
the company capitalizes you at 
^25,000 and willingly pays interest 
on that sum for the use of your 
energy and facilities. // rests with 
you. Make your ^25,000 valua- 
tion climb to ^50,000, to ^100,000, 
to ^500,000. Choose your food 
with care; treat decently the body 
on which your mind depends for 
its strength and sanity. Above 
all, feed your mind; read, study, 
observe. Remember, too, that, 
like the engine, you can't do work 
unless you stay on the rails and 
keep where the boss can find you. 

— RAILWAY BULLETIN 



Before you can make a man say YeSy you^ve got to 
make him think and see Yes. 

— E. D. GiBBs 



